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With the rapid development of the society and the reform in the education system, 
education training market has become far more different than ever. In China, the 
competition in this particular field is becoming rather fierce. The host of this 
industry is becoming more and more diversal along with the changes in society. With 
the popularization of the Internet and rapid development of the technology, the 
traditional marketing strategies in education training industy can not satisfy the 
needs of the changing markets due to its own particular characteristics. Internet 
marketing Scheme is becoming more and more important as a new marketing 
strategy in many education training departments. Internet marketing strategy has 
become a competitive core among groups in this industry. Therefore, the author aims 
to provide suggestions to companies in this industry in the reform of marketing 
strategy through analyzing the network marketing strategies of Dong Fang Yi Xue 
education training group. 
In the order of writing, this paper introduces the Internet marketing on the aspects of  
research and development of this theory through analysing traditional marketing and 
Internet marketing model comparatively. By discussing the significance of the 
Internet marketing and the marketing status quo of education training industry in 
China, this article reveals the urgency in the transformation of marketing mode in 
this industry in China. Based on the research of DFYX education training group in 
the aspects of its Internet marketing environment and strategy, the author discuss 
advantages and disadvantages of this company in Internet marketing.  
We focus on the target market and competitive market to analysis the Internet 
marketing strategy of this company. This study combines the discussion in theory 
and research of actual market and adopts multi centre research and authoritative 
statistics to support the analysis. We use SWOT analysis method to analysis the 
education group's network marketing strategy and scheme in order to achieve full 














With the development of use of the Internet, Internet application in the marketing 
mode in education training industry has much more importance than ever. This 
research summarizes the idea innovation, the mode of Internet marketing, marketing 
improvement, etc. through careful analysis to provide guidelines for the marketing 
transformation in this industry. Therefore, this research has considerable significance 
both on theoretical research and practical application.  
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